INTRODUCTION
When I tell people about the consolidation of the organic food industry into "big food," they often seem surprised. I suspect their surprise is, in part, because this information is not particularly widely known (despite being a matter of public record, acquisitions are rarely publicized in company narratives or branding). More importantly, however, I believe it is also because organic food is often seen as ideologically antithetical to the aims of the food industry. In this article, I argue that this seemingly oppositional relationship is no accident. I use rhetorical theory and a visual analysis of food companies' websites to argue that organic 1 Matthew G. Zebrowski is a Ph.D. candidate in English at Carnegie Mellon University, where he plans to defend his dissertation this academic year. His current research focuses on the rhetorical presentation of consumption as activism in food marketing. Address correspondence to: Matthew G. Zebrowski, Carnegie Mellon University, English Department; e-mail: mgz@andrew.cmu.edu. Acknowledgement: This article grew out of a research project conceived with Suguru Ishizaki to test the coding method he outlined in "Toward a Unified Theory of Visual-Verbal Strategies in Communication Design."
